With increasing levels of globalization and international competition, managers are facing ever more complex strategic decisions. Often, foremost among these are decisions relating to the choice of entry strategy in export markets. Selection of an appropriate entry strategy is a critical and indispensable component of the strategic decision a firm has to make when investing overseas. The present study has been implemented with the aim of examining the impact of entry strategy on export performance of Iranian export companies. In goals and nature of research, it is based on a Descriptive Study, and in collecting data, it is on the basis of a Survey Research. Its statistical population consists of active export companies in stock market. Based on the method of judgmental, non-probable sampling (experts' choice), we chose 75 companies which cover 90 per cent of non-petroleum exports of the country as case study.
Iran to answer this fundamental question that how the market entry strategies can affect export performance of export companies.
Literature Review:
Internationalization is the process of increasing the accumulation of knowledge in markets and institutions abroad. It has been observed that firms start the internationalization process by exporting products to culturally similar countries. However, other researchers argue that the longer a firm waits to initiate international activities, the more difficult it will be to grow internationally (Sharma and Blomstermo, 2003) . Internationalization can be perceived as a part of the ongoing strategy process of most business firms. The main differences between internationalization and other types of strategy processes are as follows: first, when products, services or resources are to be transferred across national boundaries, the firm has to select the country where or with whom the transactions should be performed. Secondly, the firm has to select the international exchange transaction modality, i.e. a foreign market entry strategy (Andersen and Buvik, 2002) . This paper concentrates on market entry strategy, because one of the critical decisions in that internationalization process is the choice of an entry strategy (Quer, Claver and Andreu, 2007). Entry strategy is the method used by a company to start doing business in a foreign country (shama, 2000) . Entry strategy is an institutional arrangement that makes possible the entry of firm's products, technology, human skills, management, or other resources into a foreign country (Karkkainen, 2005) . Many forms of market entry strategy are available to firms to enter international markets. One classification first distinguishes between equity and non-equity modes. Equity modes involve firms taking some degree of ownership of the market organizations involved, including wholly owned subsidiaries and joint ventures. Non equity modes do not involve ownership and include exporting or some form contractual agreements such as licensing or franchising (Wilkinson and Nguyen, 2003) . Also, Caves (1982) identified four basic ways to expand internationally, from the lowest to the highest risk: (1) exporting; (2) licensing and franchising; (3) strategic alliances; and (4) wholly owned foreign subsidiaries. Cateora and Graham (2002) stated there are six basic strategies for entering a new market: export/import, licensing and franchising, joint venturing, consortia, partially-owned subsidiaries, and wholly-owned subsidiaries. Generally, these represent a continuum from lowest to highest investment and concomitant risk-return potential. In choosing a particular strategy, a company constructs a fit between its internal corporate risk "comfort level" and the externally-perceived risk level of the target entry market. Two companies may perceive different risks as they evaluate the same market and therefore choose different entry modes. Two companies also may perceive the same risks in a country but still choose different strategies because of their firm's differing tolerances of risk. More specifically, the different market-entry strategies can be encapsulated as follows (Cateora & Graham 2002, pp. 325-335 ). The initial classification of different international entry modes is founded on two separate characteristics; (1) the location of manufacturing facilities, and (2) the percentage of ownership the firm desire in foreign investment. Entry in the foreign markets can occur in two ways based on the location of the manufacturing facilities. The firm can either export its products to the target country from production facilities outside that country (exporting strategies), or the firm can transfer its resources in technology, capital, human skills, and enterprise to the foreign country, where they may be sold directly to users or combined with local resources to manufacture products for sale in local market (non exporting strategies). The second characteristic (percentage of ownership) offers three different options; none, partly or wholly owned investment (Karkkainen, 2005).
1) Export Strategies:
Numerous firms choose exporting for an international entry mode as a strategic alternative that maintains effort and resources while still taking advantage of foreign opportunities (Czinkota et al, 1992) . The exporting can become an international learning experience (Root, 1994) . Many firms choose export for their first international entry mode. This is the easiest and most low risk way to enter foreign markets. It needs the least facility allocation and has the lowest changes in the country marketing programs (Kotabe and Helsen, 2000; Onkvisit and Shaw, 1993) . A firm using exporting strategies usually achieves certain benefits like, the rapidity of international market entry, and not required investment in establishing operations in the host country. Especially direct exporting offers for a firm a low risk and simple way to begin its international process and meet the demand and challenges. In addition, in exporting alternative the company and management commitment is usually small (Hitt et al, 2003: Luostarinen and Welch, 1990) . Export strategies are divided into two categories: direct export strategy and indirect export strategy.
Direct Export Strategy:
In direct importing firms are in interrelationships with foreign customers and markets. The end result of exporting is the same whether the activities are direct, own or indirect (Karkkainen, 2005) . Companies, which are urged to export by foreign customers, usually use this strategy. In this strategy, the company is connected to one or more sales agents in the country. Companies, which accept all necessary liabilities to sell their products in the target country, can attempt direct export strategy. Therefore, it requires a high level of expertise in international marketing. The advantages of this strategy are more sales, control, market information, experience and specialty of the company in export, while the drawback is more cost. Different methods of direct export are: export agents, mobile sales agents, sales branches, internal export department, and mail order (Albaum et al, 2002).
Indirect Export Strategy:
In indirect involvement firms participate in international businesses trough an intermediary and do not deal with foreign customers or firms (Karkkainen, 2005) . In this strategy the company sends its products to foreign customers through intermediaries in its country (Kotabe and Helsen, 2000) . In other words, a company employs indirect export strategy when its products are sold in foreign markets without any special activities inside the company. In fact, in this strategy the company does not involve in international marketing in real sense. This strategy is more common among companies which have recently decided to export. The methods of indirect export are: using commercial companies, using export management companies, cooperation in export and distribution (Piggyback Marketing), intermediaries and export agents, and export cooperative organizations (Albaum et al, 2002).
2) Non Export Strategies:
It means the company produces its export products in other countries and exports them to international markets (Dehghan, 2008) . Types of non-export strategies consist of: Strategic Alliances: In a strategic alliance, organizations pool or share their resources and expertise with other firms and the parties share the rewards or risks of starting a new venture (ling et al, 2005) . In this strategy, the company uses methods such as licensing, franchising, contractual production, and joint investment for entering international markets. In licensing and franchising, the company enters the foreign market without investment. The joint investment happens when a company requests to share in the stock of a foreign company (Dehghan, 2008) . A joint venture involves constantly sharing equity and risks and also participation in management between partners forming a long lasting, profit seeking relationship (Karkkainen, 2005) . The advantages of joint venture are saved capital and less restricted resources for foreign country operations. Also the risks involved in international market entry are smaller and through join venture the firm acquires highly important resources, like local knowledge and experiences (Luostarinen and Welch, 1990; Root, 1994) . Joint ventures permit closer relationships with local government and other organizations such as labor unions. Joint ventures make also possible to minimize risk of exposing long term investment capital, while at the same time maximizing the leverage on the capital that is invested (Czinkota et al, 1992 ).
Foreign Direct Investment:
In this strategy, an international company handles all production activities in a foreign country and owns 100% of the company. This can happen in two ways: firstly, it can buy an active company; secondly, it can establish a new company (Dehghan, 2008) . When firms choose to set up wholly owned foreign subsidiaries as the entry mode, they are establishing operations in a foreign country without direct involvement of firms from that country (ling et al, 2005) . The core advantage of the foreign direct investment for the firm is the maintained control over the technology, marketing, and distribution of its products (Hitt et al, 2003) . The disadvantages of the Greenfield investment are usually often complex establishing process and potential high costs. Establishing new wholly owned subsidiary takes a lot of time, and thus is not appropriate for rapid entering in foreign markets. Establishing the Greenfield investment needs also the greatest contribution of knowhow of all the international market entry alternatives (Karkkainen, 2005).
Entry strategy selection:
The theories of international production are commonly employed as the basis to analyze entry strategy selection of international firms. Many mono disciplinary theoretical frameworks, for example, Hymer's market imperfections theory (Hymer, 1960) , the transaction costs theory (Williamson, 1975; Anderson and Gatignon, 1986) , the internalization theory (Buckley and Casson, 1976) , the strategic behavior approach (Kogut, 1988) , and the resource-based approach (Wernerfelt, 1984) , have tried to explain the choice of an optimal entry mode into a foreign market by international firms from one specific perspective only. Nevertheless, Andersen (1997) argues that a firm's entry strategy choice involves many factors and that one single theoretical perspective is not adequate to provide a comprehensive explanation. To tackle this complex decision-making process of entry strategy selection, an eclectic approach that compares various factors simultaneously is obviously more appropriate. An attempt to integrate different theoretical approaches into an eclectic framework is made by Dunning (1980; and 1995) . According to Dunning's eclectic model, the firm's decision to enter a foreign market and the choice of a market entry mode (direct investment, contractual resources transfers or exports) depends upon the possession of (1) ownership-specific, (2) location-specific, and (3) internalization advantages. His eclectic paradigm helps analyze why firms choose foreign production rather than exports or transferring technology overseas. However, Dunning's model is not to distinguish the choice between a wholly owned subsidiary and a joint venture once the firm has decided to invest directly in a foreign country (Moon, 1997) . Usually, selection of entry strategy involves two steps: (1) determining the location of production facilities, and (2) deciding the firm's level of involvement in, or control of, the operations of the foreign subsidiary. In Step 1, a manufacturing business or a hard service business chooses between exporting and production in the target foreign market. In Step 2, manufacturing business or a hard service business chooses between full-control or highinvolvement modes and shared-control or low-involvement modes (Ekeledo and Sivakumar, 1998). Many researchers have suggested that entry strategies may be differentiated according to the level of resource commitments and control (Peinado and Barber, 2006) . Also, many often conflicting forces are influencing a company's choice of entry strategy. Factors influencing in entry mode decisions can be divided for external and internal factors. External factors include target country market factors, target country environmental factors, target country production factors and home country factors. Internal factors affecting in the entry mode decision are company product factors and company resource factors (Root 1994; Koch, 2001 ) Performance:
A fundamental debate in strategic management and international marketing research is questioning about the performance, especially when the companies involve in international performance (Florin and Agboei, 2004 ). An accurate understanding of the crucial link between international strategy and performance is especially important in the face of world markets that are increasingly global. Consequently, international marketing research has moved from being descriptive -studying the differences between exporters and non-exporters -to providing performance explanations (shoham and kropp, 1998). In today's complex business world, performance is an indispensable guide for any company analyzing its level of success, in both the domestic and international arenas. Assessing export performance is quite a complex task, as export performance can be conceptualized and operationalized in many ways. Broadly speaking, the literature considers three aspects of export performance: financial, strategic, and that of performance satisfaction (Lages and Montgomery 2004). Although considerable progress has since been made, research remains underdeveloped. Defining and understanding performance is problematic, especially in terms of identifying uniform, reliable, and valid performance measures (Katsikeas, Leonidou and Morgan, 2000) . Export performance is the dependent variable in the simplified model and is defined as the outcome of a firm's activities in export markets. There are two principal ways of measuring export performance: economic (financial measures such as sales, profits, and market share) and noneconomic (nonfinancial measures relating to product, market, experience elements, etc.) . Most background and intervening variables were associated with economic measures of performance, particularly export sales intensity (export-to-total sales ratio), export sales growth, and export profitability (Katsikeas, Leonidou and Morgan, 2000). Also, Export performance, a widely studied construct, refers to the outcomes of a firm's export activities, although conceptual and operational definitions vary in the literature (Calantone, 2005 Kirca, 2005) . Choosing the right entry strategies is one of the key points in international marketing. These strategies have an effect on performance and duration of it through determining the method and allocating essential and sufficient resources (Ekeledo & Sivakumar, 1998) . Entry mode performance is defined in terms of efficiency or profitability. Non profit motives, such as resource and knowledge development or strategic moves against competitors, are assumed to be reflected in long term profit. Previous studies have generally neglected the link between exporting and performance and survival. An exception is the study conducted by McDougall and Oviatt (1996) . Their longitudinal study of 62 new manufacturing firms in the USA engaged in the computer and communications industries revealed that ventures that had increased international sales, compared to those that had not, exhibited superior performance in terms of both relative market share and return on investment (ROI). However, their study was conducted over only a 2-year period and focused solely upon a relatively small sample of manufacturing firms. Westhead (1995), during his cross-sectional study of new firms in Great Britain, focused upon the performance of firms engaged in manufacturing and producer services activities. He found that exporting firms recorded significantly higher levels of absolute growth since the businesses had received their first orders than did non exporting firms (Westhead et al, 2001 ).
Conceptual Model
Based on the foregoing literature review it is possible to propose a model of entry strategy and export performance as shown in Figure 1 . This figure concentrates on the relationship between entry strategies and export performance. Further, in most researches in international business, international experience and the firm size are considered as control variables. Therefore, in this study also these two variables are considered as control variables. The relationship between firm size and export performance has been studied frequently in the international marketing literature. There is general consensus in the literature that firm size is positively related to the firm's propensity to export (Verwaal, and Donkers, 2002) . Also, firm size affects entry strategy. Horst (1972) already argued that, considering the inherent risks and fixed costs, the proneness to invest abroad must increase with the dimension of the firm. Besides, greater size implies greater availability of financial and managerial resources, which makes it easier to set up full-ownership subsidiaries (Tallman & Fladmoe-Lindquist, 2002 ). In keeping with this, a large part of the empirical research has observed that firm size correlates positively with the degree of commitment assumed with the entry mode (Quer, Claver and Andreu, 2007).
In relation to the firm's international experience, the more internationally competent a firm is the more likely it is that standardization alone will not lead to optimal results. A competent firm, because of its international experience knows the differences in environmental conditions and is more likely to select the most attractive market for the venture and adapt the marketing strategy to accommodate the specific needs of the market (Cavusgil and Zou, 1994) . Experience in international business complements abundant resources. Relative corporate experience, often reflected in the ratio of foreign sales to total sales, number of foreign markets currently served, and knowledge of the host country, influences entry mode choice. Empirical evidence shows that the preference for sole ownership increases with cumulative international experience (Ekeledo and Sivakuma, 1998).
A firm with limited international experience that enters foreign markets is likely to use a low-involvement mode of operation, such as exporting, to gain experience before getting involved in equity investment. However, when Erramilli (1991) examined the impact of international experience on the entry mode choice of services, he found a U-shaped relationship between international experience and the tendency to adopt sole ownership. Some explanations for that finding were offered in our preceding discussion. The important point here is that services in general tend to favor a sole ownership venture as they accumulate extensive international marketing experience. Furthermore, the U-shaped phenomenon is most likely to apply to soft services. Because soft services must locate production in the local market, inexperienced soft services are the ones most likely to adopt sole ownership the first time they enter a foreign market, especially if that market is culturally similar to their domestic market. Sole ownership gives soft services rapid and worthwhile international marketing experience. Hard services, in contrast, are likely to follow a linear pattern, like manufactured goods, adopting exporting with inexperience and sole ownership with extensive experience (Ekeledo and Sivakuma, 1998).
Figure1-Research Conceptual Model

Research Methodology
Based on nature and goals, this research is Descriptive. This is categorized in Descriptive format because Descriptive Research studies present condition and explains the results; moreover, the researcher cannot change any independent variables, but he can use the results to suggest, design a model, or design a system (Khaki, 2000). The current research is a Survey one in the method of data collection. The statistical population of the research is the Iranian export companies active in stock market which were present in foreign markets between 2006 and 2010. The statistical sample of the research consists of Iranian export companies active in stock market which were present in foreign markets between 2006 and 2010 and their export performance was not less than $1 million. Based on judgmental, non-probability sampling method (experts' choice), 75 companies were chosen as final statistical sample which covered 95% of the country non-petroleum export. Because 14 companies either did not want to cooperate in research or their questionnaires were incomplete, the analysis was conducted on 61 companies which covered more than 82% of the total export of the Iranian country.
Questionnaire Validity and reliability
In this research, to evaluate the validity of the designed questionnaire, a copy was given to some management professors who were familiar with international marketing and export issues to express their ideas about the accuracy and clearness of the questions. After necessary amendments, they approved the validity of the questionnaire. For determining questionnaire reliability, we used Cronbach Alpha. The total sum of the calculated Alpha is 0.919 which shows the high reliability of the designed questionnaire.
Descriptive Analysis
In each statistical analysis, the first step is to manifest and summarize the data. 
Inferential Analysis
To determine the impact of entry strategy on export performance by considering covariate variables of international experience and firm size, the analysis of variance is used. It is the method that analyzes the simple and interactive impacts of two or more independent variables on one dependent variable. In other words, in this analysis one or more independent, semi-independent or interactive variables change to create deviation of dependent variable. In this design, the number of ways, values, or issues that an item changes by is called its levels (Hooman, 2008: 488). The levels of entry strategy factor based on the degree of involvement in international markets are very high, high, low and very low. The following statistical hypotheses were made to assess the entry strategy in export performance: Zero Hypotheses: The average of export performance of companies with different entry strategies is the same. Alternative Hypothesis: The average of export performance of companies with different entry strategies is different. Table 2 illustrates the assessment results of the effects of entry strategy on export performance. It shows descriptive statistics and the table of assessment of effects in midtests (model test). 
Multi-variable Regression Test
Regression analysis is used for finding the share of independent variables in anticipating dependent variable. In regression analysis the aim is to anticipate the changes in dependent variable considering the changes in independent variables. Using multi-variable regression, the researcher can study the existing linear relation between a set of independent variables and a dependent variable in a way that the existing relationship inside independent variables is also considered. Multi-variable regression analysis is completely suitable to study the effects of some independent variables on a dependent variable. To use multi-variable regression, the following assumptions are necessary (kerlinger and Pedhauser, 2009): 1)Distribution of dependent variable data should be normal. In this research, to make sure that the data of export performance variables are normally distributed, we used One-Sample Kolmogorov-Smirnov Test. The results approve that export performance variable is normal.
2) The dependent variable variance in all points of independent variables is the same. To test the equality of variances in this study we used statistical testing of Leven in which the equality of variances is observed. In analyzing multivariable regression there are various methods. But one of the most common methods to anticipate dependent variable based on independent variables is to analyze the multivariable regression in step by step method. In this method the SPSS software omits the meaningless variables which have no effect on the model in each phase from the model. The results of are presented in table 4. figure 2 .
Figure2-the results of correlation between research variables
Conclusion and Suggestions:
Entry strategy to international markets is one of the main elements in international marketing strategies of the companies for competing in international markets which plays a vital role in their success or failure (Dehghan, 2010). Hence, this research is implemented with the aim of studying the effects of entry strategy of export companies active in stock markets on their export performance. The results indicate that entry strategy affects export performance of Iranian export companies and this effect is higher on those companies which use entry strategy with foreign direct investment rather than the ones which use entry strategies with indirect export, direct export and strategic alliances. One of the reasons is that about 20 companies out of the statistical population are engineering and technical service exporters which have more export performance in comparison with the other industry exporters. These companies usually enter in export markets with direct investments and have good output. Therefore, it is recommended to Iranian export companies, especially engineering and technical export companies, to use entry strategy with foreign direct investment in order to improve their export performance and international sales. As this strategy has the highest level of involvement, commitment, and participation to international markets, it requires the highest level of expertise and training of export and international marketing. As a result, it is advised that before selecting and using of entry strategy with direct investment, Iranian export companies run the courses of International marketing and export for their marketing and sales staffs and managers. Also, the results show that the more experts the companies use in export markets, the more their export performance is. In addition, the results depict that international experience of companies affect their export performance, so it is proposed that Iranian export companies develop future export performance by making regular presence in international markets and attaining more experience and know-how.
As the results demonstrate that the share of entry strategy in anticipation of export performance of companies active in stock market is 48% and approximately 42% of export performance of the companies relate to other factors, it is suggested that a separate research is done to study share of other variables which affect export performance of export companies.
